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“MOTIVES IN INDUSTRIAL BUYING" 
REPORT READY FOR PRINTING 


The next Institute report entitled, "Motives in Industrial Buying-- An Ex- 
perimental Study Applying Some Techniques of Motivation Research to 
Industrial Purchasing" will go to the printer shortly. Suggestions, cor- 
rections and criticisms made by the members of the Project Council and 
of the Technical Advisory Council have been used in preparing the final 
draft. 


Comment of one reader of the original draft: 'The material in this re- 
port about the relative effect of Price in the purchase decision to me is 
worth my whole subscription to the Institute." 


The Project Council for this report is made up of: George Robertson, 
General Electric Company, Chairman; Harold Snyder, Arcos Corpora- 
tion; Robert Uhl, Batten, Barton, Durstine & Osborn, Inc.; H. E. Van 
Petten, B. F. Goodrich Industrial Products Company; John Veckly, U. S. 
Steel Corporation; Dr. Charles Winick; J. D. Wood, Jones & Lamson 
Machine Company. 


WHAT DO REPLIES TO MAILED QUESTION- 
NAIRES ABOUT READERSHIP REALLY MEAN? 


The just completed field work for the Institute's project on this question 
may give us more information as to the meaning and interpretation of 
mailed readership questionnaires. And the field work which was com- 
pleted last week was highly successful. Where we had expected a 20% 
return of the mailed questionnaires (sent under a subscribing company 
letterhead) we received about a 55% return. And the interviewing three 
weeks later of those who returned the questionnaires (done under com- 
pletely separate auspices) went without a hitch. 


The material is now being tabulated andanalyzed. A preliminary report 
to the Project Council will be made in about six weeks. 


The Project Council for this research is made up of Edmund Greene, 
Monsanto Chemical Company, Chairman; Edward Bloom, Sun Oil Com- 
pany; R. A. LeFevre, Ohio Brass Company; William W. Morris, West- 
inghouse Electric Corporation; Frank Pensinger, Monarch Machine Tool 
Company, Ross Pilling, Erwin Wasey, Ruthrauff & Ryan. 





READERSHIP SCORE ANALYSIS GIVES 
THINKING ADMAN FACTS HE NEEDS 


IARI's carefully- controlled, scientific analysis of scores pulled by 1550 
one-page ads gives you important facts to go by on the dependability, the 
applications of this type of ad impact measures. If you have questions 
on your ad's score and its "true" score...on influences like season, po- 
sition, repetition. ..on sample size, sample bias, interview bias... you'll 
find the answers in Section IV of IARI Report #6, "Analysis of Advertis- 
ing Readership Studies." 


WHERE'S YOUR AD MANAGER 
ON THE COMPANY TOTEM POLE? 


One company purposely keeps its ad manager in the role of advertising 
planner and departmental administrator; has his subordinates handle day- 
to-day routine contacts with those outside the department. The result- 
ing effect has psychological overtones. 


General management says the practice boosts this ad manager to coun- 
selor- status when he does put in an appearance at the more important 
discussions of marketing matters. He's accepted as an advisor to both 
his own subordinates and the representatives of other functions in at- 
tendance. 


DO YOU KEEP A HISTORY 
OF INQUIRIES- TO- SALES? 


Some companies never try to relate one to the other interms of new cus- 
tomers and total dollar sales resulting from inquiries. Many others do. 


One we know of takes a random sample of all inquiries referred to sales- 
men and checks it out against actual sales resulting. Then it estimates 
the total volume of sales to be credited to traceable inquiries. 


Another company goes evenfarther., Its ad managercan show you a com- 
plete history of exact total sales and average sale- per- customer for each 
of three years after the one in which the original inquiry was received. 
How he does it is revealed in Case History No. 3 of IARI Report #1, "A 
Study of Methods for Handling and Evaluating Industrial Advertising In- 
quiries, " 





ye €& IF YOUR ANSWER'S "YES" YOUR 
COMPANY NEEDS IARI REPORT #8 


Have you ever: 


- wondered why some committees get things done where others 
simply do not seem to have what it takes? 


- felt the people who should know don't know all your possible 
sources of business and the relative importance of each? 


- heard a salesman complain his customer threatens to cancel 
an order because you couldn't keep a delivery promise? 


- advertised a product without enough production capacity to meet 
demand? 


If these situations have a familiar ring, see IARI Report #8, It's titled 
"How to Coordinate Industrial Sales and Advertising", and it's "must" 
reading for all general and marketing management. Non-marketing man- 
agement, tool 


IARI RESEARCH REPORTS WORTH MANY 
TIMES THE ANNUAL INVESTMENT! 


“IARI research reports have been worth many times the annual invest- 
& e ment, The onemostuseful to me personally is #5 on organizing and con- 
trolling advertising operations, "' 
-- George H. West 
Consolidated Electrodynamics Corp. 


SHOULD SPECIAL- EDITION SPACE BE 
CHARGED AGAINST THE AD ACCOUNT? 


IARI says no. Special-edition advertising comes under the heading of 
good will. It's one of 28 "Black List" items which should not be charged 
against the advertising account, 


You'll find this list on Page 139 of IARI Report #3, "How to Establish the 
Budget for Advertising Industrial Products." On the same page are white- 
listed expenses which IARI says belong in the advertising accountplus a 
“Gray List" of doubtfuls. 





DOES YOUR DISPLAY MINIMIZE 
IMPACT OF THE ONES NEARBY? 


If youplan your trade exhibit right it emerges invisitor recallas a show- 
in-itself, If you don't you rob yourself of your trade exhibit's maximum 
sales- promotion impact. 


One extreme case is the visitor who thought 24 hours later he was des- 
cribing the elements of one exhibit, when actually he was recalling some 
highlights of the display next door. The one that lost out was among 34 
exhibits analyzed for a volume every trade show displayer should keep 
nearby. It’s IARI Report #7, "How to Get More Value from Trade Show 
Exhibits. " 


WHAT FACTORS FIX PERSONNEL 
NEEDS OF AD DEPARTMENTS? 


IARI notes a tendency to use size of advertising budgets exclusively in 
deciding the size of ad department staffs. Budget's important, of course, 
but can you safely ignore such other factors as ratio of paid- to non paid- 
space advertising? 


This question's developed fully in Section A, Chapter III of LARI Report 
#5, "Organizing & Controlling Industrial Advertising Operations. " Since 
the relative importance of factors involved changes year-to-year, you'll 
want this thought- provoking reference handy each time you start to build 
your budget requests. 
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